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Introduction 
Andreasen (2003) argues that there is a ‘starting change’ bias in the social marketing field as 
much research is centred on inducing initial behavioural change. However, repeat or 
maintenance behaviour is often critical to achieving social goals across many domains. For 
instance, the repeat use of professional therapeutic services is vital for improved mental 
health, although premature discontinuance of service use is common (Wang, 2007). This 
study contributes to addressing this gap in the social marketing literature by exploring key 
drivers of maintenance behaviour, in the form of repeat service use, in mental health. This is 
in line with Andreasen’s (1994) argument that social marketing is an appropriate approach to 
addressing mental health challenges. 
 
Literature Review 
Maintenance behaviour or ‘behavioural loyalty’ research in social marketing literature is 
limited. Lynch and Jones (2007) examine loyalty as a basis for market segmentation, whilst 
Campbell and Brennan (2009) explore the implications of loyalty to undesirable behaviours. 
Only Parkinson, Russell-Bennett and Previte (2011) seek to explain loyalty to a behaviour 
conducive to a social goal, specifically, breast feeding. Many social goals are achieved by 
encouraging the initial and repeat use of services. For example, influencing target audiences 
to use health services to improve personal welfare (Andreasen, 1994). However, extant 
research does not take in to account service product and service delivery attributes, the two 
dominant drivers of consumers’ repeat use of commercial services (see Paul, Hennig-Thurau, 
Gremler, Gwinner, & Wiertz, 2009). Service product attributes relate to the service design 
and include customisation to consumer needs, reliability and low price; whereas, service 
delivery attributes pertain to the consumer-employee interaction that produces the service and 
include service employees’ expertise, empathy and motivation. This research therefore, 
consistent with social marketing reliance on the adaption and adoption of commercial 
marketing theories and frameworks (Dann, 2010), investigates the extent to which service 
product and delivery attributes influence repeat use of services instrumental to achieving 
social, as opposed to commercial, goals. Another consideration is that digital technologies, 
such as mobile phones, are increasingly employed to produce and deliver services in a 
number of social contexts (Lefebvre, 2009). For example, self-help mental health services 
delivered via mobile phone (m-wellbeing services) are efficacious and have significant cost 
and reach advantages over traditional interpersonal services (Harrison et al., 2011). 
Nevertheless, the factors that encourage or discourage repeat use of these technology-based 
services, which are instrumental to improved welfare, have yet to be examined. This research 
addresses this gap by examining the impact of service product and delivery attributes on 
maintenance behaviour, particularly, repeat use of a therapeutic m-wellbeing service. 
 
Methodology 
Young adults have the highest instance of mental ill-health and the highest dropout rate from 
therapeutic services (Baruch, Vrouva, & Fearon, 2009). Consequently, depth interviews were 
undertaken with 20 young adults all aged between 18-24 years that participated in a six week 
m-wellbeing service currently being trialled in Australia. These respondents self-reported 
mild to moderate stress, anxiety and/or depression. The sample included four males and 16 
females comprising 11 who had continued to use the service and nine who dropped out. The 
bias towards female respondents is consistent with research showing that young men are the 
least likely group to use professional mental health services (Rickwood, Deane, & Wilson, 
2007). Respondents were asked what encouraged or discouraged their repeat use of the 
service. The data were analysed thematically, with the assistance of NVivo, to examine the 
impact of service product and delivery attributes on their maintenance behaviour.  
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Findings and Discussion 
The data highlight two key service product attributes that influence repeat use of the m-
wellbeing service: (1) service engagement and (2) service relevance. Thirteen respondents 
reported continuous engagement with the service, derived from frequent updates, interesting 
information and two-way interactivity, encouraged repeat use of the m-wellbeing service. For 
example, “There was always new things that you could do on there as well, which always 
keeps you motivated” (R10, F) and “To be honest, nothing much really motivated me to do it 
because... it asked the same sort of questions every day” (R3, M). Service relevance or 
customisation was critical to maintenance behaviour for ten respondents. That is, the m-
wellbeing service’s ability to address individual needs motivated repeat use of the service. For 
example, “I think it was the modules. I just found the modules so helpful and so relevant to my 
life and the way I am, so, they definitely kept me motivated” (R10, F). On the other hand, 
respondents who experienced low service relevance or customisation found it difficult to 
maintain service use. For example, “I suppose I completed two modules and then after that I 
just didn’t really find any more that I thought were relevant to my lifestyle” (R11, F).  
 
In addition, the data also show two key service delivery attributes instrumental to repeat 
service use: (1) lifestyle compatibility and (2) ease of use. The technological service delivery 
was compatible with most respondents’ (16) lifestyle, and this appeared to facilitate 
maintenance behaviour. The ubiquitous nature of the service made it easier and more 
convenient to continue using the m-wellbeing service. For example, “It sort of motivated me... 
you could just do it online anytime that suited you. So it was something that definitely 
motivated me - just the availability of it” (R13, F). Lastly, 13 respondents highlighted that the 
ease of accessing and using the service facilitated continued help seeking through the m-
wellbeing service. For example, “The fact that I was saying it’s just there, just easy, sensible 
and yeah, that’s what made me think that it was worth it. Keep sticking with it” (R12, F).  
 
These findings provide initial evidence that service product and delivery attributes are 
important drivers of repeat use of services instrumental to the achievement of social goals, 
consistent with previous research concerning the repeat use of commercial services (Paul et 
al., 2009). However, it appears that service product attributes may play a more important role 
in this maintenance behaviour than service delivery attributes. That is, despite general 
satisfaction with the m-wellbeing service’s ease of use and lifestyle compatibility, about half 
of respondents (9) discontinued service use, mostly citing a lack of service engagement and 
relevance as key reasons. In addition, this study extends Paul et al. (2009) conceptualisation 
of service delivery attributes, derived from the interpersonal interactions between employees 
and service recipients, by providing evidence for technology-based service delivery attributes, 
lifestyle compatibility and ease of use, derived from interactions between self-service 
technology and service recipients.  
 
Conclusion 
This study enhances understanding of the determinants of maintenance behaviour, an under 
researched area in social marketing (Andreasen, 2003). Specifically, it highlights that service 
product and delivery attributes drive repeat use of a technology-based service instrumental to 
achieving a social goal, which is largely consistent with extant commercial marketing 
literature on the drivers of continued service use (Paul et al., 2009). Practically, this research 
suggests that social marketers need to ensure that behavioural support services continuously 
engage the target audience’s attention and interest, and are tailored to their needs, to 
encourage repeat service use. Future research should validate these findings and explore 
additional drivers of maintenance behaviour across different social domains.  
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